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Whether a micro, small, medium or large enterprise, developing an 
appropriate market share for your organization’s solutions, products or 
services is definitely important keeping in mind today’s challenges and 
competition  
 
Right and effective marketing can help cause people to seek your 
solutions, products or services for the first time, subsequently, or even 
recommend your organization to others. 
 
This article is based on the belief that marketing is a management 
process, where holistic evaluation of today’s strategies and practices can 
help the organization take vital steps to responsibly market its solutions, 
products and services more effectively, create brand loyalty or influence 
referrals.  
  
 

 
 
A. What is marketing? 
 
For an introduction, it can be said that marketing is a business vision 
enabler, profit making and socially beneficial process.  
 
Marketing of products is a management activity that attempts to 
reach customers or bring to customers notice - the availability of a 
solution for their problems or needs, where the solution offers right 
products/services or nature of products/services to satisfy what they want, 
at the time and place they want it in and at affordable pricing, where the 
customer is provided with all necessary information and relevant 
consultation to make well-informed and satisfying choices.  
 



 3 

Marketing of products is also an activity of identifying and 
anticipating what evokes customer interest for different products or 
niche solutions, where all the following indicators (that are thought of as 
vital) are kept in mind.  
 
What are the vital indicators that make an organization credible? 
 
The indicators through which the quality of solutions, products and 
services can be assessed are as follows:  
 
1.The overall effectiveness of the organization  
 
2.The best practices or processes adopted and implemented  
 
3.The content of services offered (policies, standards, design-to-
production procedures, quantity & quality of production, nature of 
licensing, approach for turning the same into intellectual property and the 
development of a knowledge base to support in-house staff and consumer 
rights and education, etc)  
 
4.The outcome for products offered (problems solved, problems controlled 
or avoided, scenarios or experiences improved, solutions or alternatives 
for cases where other products have failed or are insufficient etc)  
 
5.The impact created (customer satisfaction, cost of production and 
quality appropriateness, community benefits, environment safety)  
 
6. The holistic marketing angle that attempts to incorporate a 360 degree 
outlook to ―marketing, promoting, further producing/selling and 
gathering of feedback for customer satisfaction, for cost appropriateness 
when utilized and for the cause of sustainability in the triple bottom 
model 
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This article introduces the subject of how crucial points of consideration 
based on certain norms, best practices and organization-wide orientations 
for sustainable development and growth can help build assurance, trust 
and credibility. 
 

 
 
B. What does marketing cover? 
 
Marketing for an organization covers…  
 
1. Understanding of the needs of people in a country, city, town, area 
or region (i.e. on a demographic basis, on a technological needs basis 
that is in turn expertise-based or state-of-art technology based, on a 
legality or credibility basis, on a socio-cultural interests basis etc).  
 
2. More in-depth finding out of problems affecting customers of the 
related producer-consumer segment, or of potential customers and of past 
customer needs and expectations.  
 
3. Deciding on which of the identified needs and expectations or which 
section of people can the organization satisfy through its services (known 
as the Segmentation and Target Group strategy).  
 
4. Development of a marketing system that is a mixture of some 
elements (like Products/Services offered, Pricing, Places available & 
consumerism, Promotions to reach people or bring in customers, 
exemplar People focus, Quality conscious Process focus, Satisfactory 
or remarkable Physical evidence etc) to satisfy the needs and 
expectations of the different target groups.  
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5. Projection of a need/strategy for periodically reviewing the 
marketing efforts and the success factors that help in establishing 
deservedness, reputation and credibility of the organization.  
 
6. Projection of a need/strategy for continually reviewing the 
solution’s or product’s performance or service’s solution as a Green Asset 
or Green technology, that satisfies the need to be safe for the 
environment, safe for the consumer and safe for the rest of the ecosystem 
that the producer or manufacturer is a part of.  
 
7. Assistance in the conceiving of a Sustainable Project Management 
methodology to drive solutions or product or service development teams 
to not only use Project Management methodologies, but to also 
incorporate aspects, drivers and indicators for agile and sustainable 
delivery models.  
 
 

  
 
C. Importance of marketing today 
 
As good solutions, products and services in today’s deteriorating 
environment or competitive landscape are a challenge, it becomes 
necessary for marketing to recognize this and act as a bridge that 
helps create successful inter-relationships that satisfy both the customer’s 
goals and the organization’s goals.  
 
As solutions or product development involves cutting edge brainstorming, 
challenging of traditional or conservative thought, there is some amount of 
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uncertainty and element of risk from the manufacturer’s point of view, it 
becomes important for marketing to understand that accurate statistics, 
nearly zero failure rates, patents filed, copyrights awarded and niche 
success stories need more high-lighting to help draw attention to the 
organization’s achievements.  
 
This high-lighting would help influence referrals or word of mouth 
communication about the credibility of the organization. Marketing must 
also influence supply chain circles as they help build reputation and 
credibility, along with a focus on the growing needs for MSME 
organizations to become high-performing.  
 

 
 
D. Understanding the primary marketing elements 
 
The four elements or entities (4Ps) that are together known as a 
marketing mix and are part of every marketing strategy are as follows:  
 
1. Products offered – type of products offered whether they are a solution 
for problems or emerging problems, or an improvement to existing 
solutions, or whether diagnostic, or preventive, etc, where marketing 
highlights the uniqueness, holistic nature and effectiveness of the 
products being offered.  
 
2. Pricing of the products being offered directly to people or as a 
packaged product being offered (as it is or as a part-of-a-solution or with 
value addition) by corporate organizations/ manufacturers/suppliers/ 
resellers etc, where marketing does consider all that the customer will 
undergo to procure and utilize the product, and then sets the pricing while 
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considering all aspects i.e. the need to be quality conscious, beneficial 
and also make profits.  
 
3. Places available & consumerism where marketing highlights the 
convenience of availability, of packaging, of continuity of defect free 
production, with ease of consultation or referral mechanisms to ensure the 
customer makes right choices due to all these factors.  
 
4. Promotions where marketing chalks out an advertising strategy to 
announce availability, draw to attention benefits or promote awareness 
amongst people, manufacturers, suppliers, resellers, third party vendors to 
bring in customers or to encourage them to opt for, subsequently utilize or 
even recommend the products offered.  
 
With this said, in the real world in order to make its marketing strategy 
successful, an organization will also need to pay attention to the distinctive 
nature of a solution or product or service, where this focus addresses  
(a) Heterogeneity (multi-purpose nature) 
(b) Intangibility (uniqueness and benefits) 
(c) Inseparability of production and consumption (close connect between 
manufacturing or production and customer’s need) 
(d) Perishability of the need for solution or product or service (fixed time 
interval duration of need) 
 
The next most important element for a successful marketing strategy is 
the definition, adoption and support for a responsible marketing profile. 
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E. What is a responsible marketing profile?  
 
Owing to climate change, the need of the hour is a 3-D axis view for good 
governance, continual quality, sustainable thinking & development and 
controlling of damage inflicting or risk causing patterns.  
 
For a business owner, this could mean understanding the need for and 
incorporating of responsible marketing strategies that not only attempt to 
achieve profitability but also internally drive the organization to deliver with 
quality assurance, a sustainable vision, trust and credibility.  
 

A responsible marketing profile should include sections like  
 
1. Actual and Potential Market  
2. Segmentation  
3. Target Groups  
4. Service Quality Dimensions  
5. Distinctiveness  
6. Competitive differentiation  
7. Relationship with changing environment  
8. Relationship with competitors  

Time 

Profits and reduced 
cost of ownership 

Sustainability and 
reduced emissions 
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9. Relationship with associated solution or product or service providers, 
manufacturers  
10. Pricing practices  
11.Organization for marketing  
12. Marketing promotions  
13. Market research  
14. Gap analysis for continual excellence  
 
The need today is to not only market the organization’s solutions or 
products or services, but to also design a management framework that 
builds a competitive organizational image.  
 
This management framework must focus on what can improve the 
perception of the organization in the minds of manufacturers/suppliers/ 
people, by helping make the organization distinctive, credible and 
deserving. 
 
The author’s “Gap analysis toolkit” includes different questions for the 
marketing profile, where these questions help identify the gaps in the 
marketing strategy. The questions are framed to identify the strengths, 
and weaknesses of a marketing strategy, keeping in mind the vision that 
an organization must focus on the need to use latest concepts, modalities 
and practices.  
  
The author’s toolkit also focuses on how a business owner can use the 
Nicosia model, the Howard Sheth model and the Engel, Blackwell and 
Kollat’s Multi-mediation model to understand and leverage consumer 
behavior. 
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F. Excerpts of some of the questions for the marketing profile 
 
A. Actual and Potential Market insights  
 
a. Does your organization identify the market for its solutions or products 
& services on the basis of the following factors:  
 
1.Environmental factors like  
 
• Current requirements & problems of people in a specific 
producer/consumer segment? Yes/No/Partially  
 
• Current requirements & problems of people in a location, region or 
city? Yes/No/Partially  
 
• The emerging need for specialty solution or service providers who 
can provide products and services to meet demands under one roof? 
Yes/No/Partially  
 
• The emerging need for organizations or service providers who can 
be relied on by other providers to provide assembly level or value added 
solutions or products and deliver distinctive or equally competent 
services? Yes/No/Partially  
 
• Environment Conservation, Climate Change Mitigation, Risk 
mitigation for people? Yes/No/Partially  
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• Fulfillment to satisfy any intuitive or research based findings that 
identifies that people/ manufacturers would need solutions, products and 
services of a particular kind in the next few years? Yes/No/Partially  
 
• Anticipatory area fulfillment to satisfy a vision for a healthier 
country, city or region? Yes/No/Partially  
 
• Adherence to a vision or policies by government to make particular 
aspects of the associated producer/consumer segment high-
performing, adept, accountable and affordable for sustainability? 
Yes/No/Partially  
 
• Need to also function as a link to an information hub that detects, 
records, and reports cases to assess any causation, emergence and 
spread of patterns that affect sustainability and climate change mitigation? 
Yes/No/Partially  
 
2.Organizational factors like  
 
• Does your organization differentiate what it does to satisfy actual and 
potential markets? Yes/No/Partially  
 
• Does your organization include in its marketing strategy different focus 
for the actual and potential markets? Yes/No/Partially  
 
• Does your organization design a separate organizational performance 
program for marketing for actual markets? Yes/No/Partially  
 
• Does your organization design a separate organizational performance 
program for marketing for potential markets? Yes/No/Partially  
 
• Does the organizational performance program for actual markets 
include the following:  
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2.A. Survey or Feedback Action Programme? Yes/No/Partially  
 
2.B. Complaint Redressal Programme? Yes/No/Partially  
 
2.C. Guaranteed customer friendly and sustainable delivery model 
based procedures for customers/manufacturers/suppliers? 
Yes/No/Partially  
 
2.D. Guaranteed fair treatment and equal opportunity procedure for 
staff/consultants/ partners/supply chain associates? Yes/No/Partially  
 
2.E. Leadership evaluation, teamwork and quality awareness 
process? Yes/No/Partially  
 
2.F. Solution, Product & Services quality assessment, improvement 
and continual excellence process? Yes/No/Partially  
 
2.G. Sustainable development model assessment, improvement and 
continual excellence process? Yes/No/Partially  
 
Does the organizational performance program for potential markets 
include the following:  
 
2.A. What-else-is-needed “Survey or Feedback Action Programme? 
Yes/No/Partially  
 
2.B. Product Behavior Evaluation Process? Yes/No/Partially  
 
2.C. Consumer Behavior Evaluation Process? Yes/No/Partially  
 
2.D. Market research and Trends Evaluation Process? Yes/No/Partially  
 
2.E. Agility and Change management Evaluation Process? Yes/No/ 
Partially  
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3.Technological factors like  
 
• Does your organization have a process to assess Facility readiness 
and sufficiency? Yes/No/Partially  
 
• Does your organization have a process to assess Point of sale/contact 
readiness and sufficiency? Yes/No/Partially  
 
• Does your organization have a process to assess Equipment 
performance and sufficiency? Yes/No/Partially  
 
• Does your organization have a process to assess Resource 
requirements from time to time and capability of organization to meet 
this demand? Yes/No/Partially  
 
• Does your organization have a process to assess need for latest or 
more advanced state of art technology from time to time to ensure 
effectiveness and competitive edge in services? Yes/No/Partially  
 
4.Psychological factors like  
 
• Does your organization have a process to ensure a feeling of 
satisfaction by the customer/ manufacturer/supplier all the time? 
Yes/No/Partially  
 
• Does your organization have a process to ensure the staff feel wanted 
and comfortable at work? Yes/No/Partially  
 
• Does your organization have a process to know the customer/ 
manufacturer/supplier better? Yes/No/Partially  
 
• Does your organization have a process (from time to time) to improve 
its public image and organizational presence to ensure more business 
and deservedness? Yes/No/Partially  
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• Does your organization have a process to identify and influence 
potential customers for specific solutions or products and services? 
Yes/No/Partially  
 
A point to be noted 
 
Your organization needs to have responded with “Yes” to most of the 
above questions for your marketing strategy to be tagged as competitive 
and sustainable.  
 
The author’s “Gap Analysis toolkit” consists of a whole set of questions for 
the other areas of the marketing profile. The toolkit also highlights different 
norms, best practices and analysis that can help an organization in its 
marketing strategies. 
 

 
 
G. Knowing about all this and more 
 
The author’s “Gap analysis toolkit” can help a management team 
prioritize what an organization must take as most relevant steps to 
implement responsible marketing. 
 
The “Gap analysis toolkit” for the MSME industry is available either on 
CD or on printed media as required by the subscriber.  
 
For more information, contact the author at venkataoec@gmail.com or on 
+919342867666.  


